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WELCOME TO THE 
TAFE NSW BRAND 


Besides people, brand is our most 
valuable asset. 


A strong brand helps to distinguish our product and service 
from competitors in the market place, creates equity in our 
business by generating customer demand, revenue and 
profit, and enables a collaborative and high performing 
employee culture. 


Brand is more than a logo. 


To grow and protect our brand, we need to consider brand 
in everything we do. 


While our brand book will explain the guidelines for developing 
and using brand assets, as TAFE NSW employees we are 
responsible beyond the logo. 


From how we treat customers and students, to how we 
treat each other. 


From how we design and develop our 
products and services by putting our 
customer first, and at the centre 

of every decision. 


From who we do business 
with, to what impact 

our decisions have 

on the community 

and the environment. 


Our brand reflects our real world. 

Our personality, values, behaviours and actions. 
What our customers and community think about us. 
Our brand is our story - past, present and future. 


It is the foundation of our strategic plan. 
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VALUES AND 
BEHAVIOURS 


We act professionally, with honesty and We are inclusive and work together as 
transparency. We act with purpose, we are a team towards a shared vision and to 
accountable for our actions and can be : leverage opportunities for mutual benefit. 
trusted to deliver in times of change. We ™Nan We partner with industry to deliver the 
treat people fairly and with respect. 5 = : best outcomes. 


Our brand is reinforced by our values 
which promote positive behaviours 
and create a results-driven culture. 
They guide how we serve our 
customers, how we work together 
and how we make decisions. 


We strive to be the best, and we are Our values and behaviours 


passionate about what we do. We are are at the core of our customer 
always looking to be creative and innovative. 


We have a global outlook, and seek out experience principles 
opportunities to display entrepreneurialism. (see page 8) 





CUSTOMER EXPERIENCE 
AND EMPLOYEE EXPERIENCE 
PRINCIPLES 


At TAFE NSW, customer experience (CX) 
principles define how we treat our customers, 
and employee experience (EX) principles define 
how we treat one another. 


By leading a values-led relationship with each other, we can lead a values-led 
relationship with our customers. 


CX PRINCIPLES ENDORSED BY THE EXECUTIVE LEADERSHIP TEAM (ELTJAND APPLIED TO EVERYONE - CX AND EX. APRIL 2017. 


Make the difference 
‘You make a real difference’ 


Be accountable 
‘You do what you say’ 


« Inspire and energise me 
» Provide connections 


« Give me the right skills 
at the right time 


= Be relevant 
« Help me improve my life 


Do what you say 

Start with yes 

Don’t make it my problem 
Act on my feedback 


Show you’re always striving 
to improve 


Contextualise Contextualise 
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BRAND 
VISION 


A vision is an aspirational destination 
for the brand and its business. 


For example, Nike’s vision is to bring inspiration and innovation to 
every athlete in the world. 


This captures both what the brand does, and what the brand 
is trying to achieve. 


OUR VISION 


SOURCE: ABOUT.NIKE.COM 





BRAND 
PURPOSE 


Purpose is the reason we exist. 
It is WHY we do, what we do. 


People look deeper into brands (consciously or sub-consciously). 
They don’t buy what you do, they buy why you do it. 


For example, Tesla’s purpose is to create energy efficient 
technology for a sustainable planet. 





TO SKILL THE WORKEORGE 


OF THE FUTURE 


“ 
1 7 
ha & 





SOURCE: WWW.TESLA.COM/EN_AU/ABOUT 
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The truth is the best strategy 
anybody ever had. 
There are undeniable facts about TAFE NSW that we can 


leverage and no one can refute. Sharing this truth is how 
we will achieve growth. 


OUR BRAND TRUTH 





BRAND 
ESSENCE 


Brand Essence is the core 





characteristic that defines ip 
our brand. 4, 

a — _— a 
Our Brand Essence is the ethereal, intangible attribute one — 


that separates our brand from other education 

providers. It is emotional. It isn’t ad commodity, nor 

product related. Rather, Brand Essence is the feeling 

our audience experiences when they hear TAFE NSW. ~ = 


BRAND ESSENCE 


TAFE NSW. 
AMBITIONS FULFILLED. 
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BRAND 
POSITIONING 


A brand positioning statement 
defines who our brand is for, 
our point of difference, and the 
reason to believe in us. 


Our Brand Positioning is who we are. 


We own this space. 


OUR BRAND POSITIONING 


Our brand line (or tag line) is the 
customer facing summation of 
our entire brand. It Sums Up our 
offer to our target audience, and 
is often USed as a call to action 
or aspiration. 





BRAND PERSONALITY 


Brands have personality traits, just like you. When we 
talk about a brand’s personality, we are describing the 
way a brand expresses and represents itself. 

Research has shown that the personality traits of a brand can strengthen a brand’s competitive 


position. Our personality traits build on our strengths, and add new dimensions to who we are: 
dimensions that are needed to grow. 


OUR BRAND PERSONALITY 


TAFE NSW has and always will deliver quality and 
affordable education for everyone who wants 

it. We are trusted by our students, employees, 
industry and local community. 


We are a sophisticated and innovative world class 
education provider. We are award-winning, and offer 
our students the greatest opportunities to shine. 


We are on the move, growing, changing, adapting, 
responding ... we are nimble and ready to surpass 
the needs of today’s, and tomorrow’s world. 





BRAND VOICE 


Our brand has a voice: it is how we communicate. While 
our personality and values underpin how we behave 
and what we believe in, ensuring we communicate 
with one voice is critical. We are ONE TAFE. 


Having a distinct and unique voice matters. It helps Us stand out from our competitors, to get 
attention, to gain interest, and to grow. 


OUR BRAND VOICE 


We are not introverted. We know who we are: we 
have a point of view on the world of education and 
we aren’t afraid to communicate it. Being bold is 
about being clear and confident in how we speak. 


Youthfulness is a state of mind, not a literal age. 
Youthful is an outlook on life, and on the world - one 
that communicates with enthusiasm, openness and 
a zest for all we do. 


While we are bold and youthful, we are not fake 
or contrived. We say it how it is, and speak with 
integrity and honesty. 









BRAND 


RUIOELINES 





TAFE NSW employees and partners 
working with the TAFE NSW Brand 

are required to adhere to the following 
brand guidelines. 





NOTE: HOW TO USE 
GRAPHIC FILES 


High resolution JPEG format, EPS (Encapsulated PostScript) 
and PNG (Portable Network Graphic) files of the new logo 
(see note below) are available. 


Please note: You will not be able to open these graphic files 
in Word, Excel, PowerPoint, Publisher, InDesign or 
QuarkExpress. They are for placing or inserting into 

a document. 


If you use an EPS file, you will need a PostScript printer. 


For small scale reproduction (i.e. if the logo as printed will 
be below about 50mm wide), the PNG files may result in 
a clearer reproduction. 


For larger scale reproduction (i.e. above approximately 
50mm wide), use an EPS file, as the JPEG or PNG files in 
larger scale will “pixelate” (show jagged edges), while 
the EPS files remain sharp. 


The results for colour reproduction can vary from one 
desktop printer to another, from one program to another 
and with EPS against JPEG/PNG files. You may need 

to experiment to obtain good quality reproduction. 

(A commercial printer can adjust the equipment settings 
and/or the ink mix to obtain consistent high quality 
reproduction). 


Note: Do not use the low resolution logos included in this 
document for printing - they are for reference only. You 
can download the logo files from the staff intranet: 
stafftafensw.edu.au 


All customer and/or corporate facing executions 

are required to be approved by the TAFE NSW 
Communications Marketing Team before being printed 
Or going live. 








Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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1.0 BRAND ARCHITECTURE 


1.1 
BRAND 
ARCHITECTURE 


Brand architecture provides 
us with a way to grow and 
build, but in a controlled way. 


Our Brand Architecture helps 
us perform better in the 
market, presenting a unified 
‘Branded House’ architecture. 
Our Branded House has a 
strong master brand with 
endorsed (or sub-) brands 
that exist independently, but 
still share core traits with the 
master brand (dependability, 
sophistication, boldness, 
authenticity, etc). 


CATEGORIES 


LOGO 


Re 


NSW 


\Y 


BUSINESS TO CONSUMER (B2C) 


a | TAFE: 
ay | TAFE: 
DIGITAL 
ay | TAFE: 


INTERNATIONAL 


PARENT BRAND 


w | TAFE? 


VY 


BUSINESS TO BUSINESS (B2B) 
BUSINESS TO GOVERMENT (B2G) 


MY | TAFE? 


NSW 


ENTERPRISE 





Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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2.0 OUR LOGO 


2.1 
THE TAFE NSW 
LOGO 


The TAFE NSW logo 





The combined logo format of the NSW 
Government logo and TAFE NSW logo must 


XY 
be applied to all TAFE NSW marketing and @ g 
communication materials. Ge p> 








External organisations wishing to apply the NSW 
TAFE NSW corporate brand must submit a request 
in writing to the TAFE NSW Communications and GOVERNMENT 





Marketing team. 


Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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2.0 OUR LOGO 


2.2 
TAFE NSW 
LOGO VERSIONS 


The following logo versions may be used 
on TAFE NSW communications. 


Full colour logo Ws: li: 
This logo should be Used when the background gree = <a i> = 
is light in colour (white, light grey or a light NSW zZ NSW za 


coloured photo). 


Full colour Special circumstances 





Reversed white logo 


This logo should be used when the background 


is dark in colour. Reverse 





Black logo 


This logo should be used when the background 
iS light in colour. 


Special circumstances 

This logo should only be used when the 
Government tag cannot be clearly reproduced 
e.g. embroidery. 


ww | TAFE? 








Black 
aN) 
xv | TAFE? 


Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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2.0 OUR LOGO 


2.3 
LOGO RULES 


bd 





SUB-BRANDS 


PARTNERS AND 
CORPORATE PARTNERS 


A 


lax 


RULE 4 
TAFE NSW PRODUCTS 





We must include the 
NSW Government logo. 


Nh 
xv | TAFE? 


SEE SECTION 2.1 


Sub-brands use typography 
only and must be stacked. 











Ws 
nsw | TAFE: 
ENTERPRISE 
Ws 
nsw) TAFE: 
DIGITAL 
WE 
nsw | TAFE: 
INTERNATIONAL 


SEE SECTION 2.2 


For co-branding we add the 
partner logo. 


Ws | = 
nsw | TAFE? 
AYE 

iw | TAFE? 


SOTO RA 
HARLEY-DAVIDS 
Uy 


























SEE SECTION 2.5 





For TAFE NSW owned 
businesses we add the 
product logo. 








Wi = | (syaney 


nev | TAFE? | G2 





There are no regional, institute or campus logos. 


Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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2.0 OUR LOGO 


2.3 
TAFE NSW 
LOGO RULES 


2.3.1 Clear space 
Clear space 
and minimum size #8 } } —=— 2 ~~ 





Clear space 


Clear space is the minimum surface area 
surrounding the outside of the logo that 
must remain free of any other graphic 
element or text. 





Clear space is designed to assist in 
gintaining the clarity and integrity of the 
TAFE NSW logo. Wherever possible, maintain 
more clear Space around the logo than the 


minimum specification. Minimum size 








The minimum clear space around the logo is 
the height of the N in the NSW Government 
ogo. 


Minimum size _ NSW TAFE: 








The minimum size for print reproduction of the 
TAFE NSW logo is 10mm of the total vertical 
height for print and 45px for online use. 


To ensure readability and accurate Wis 

reproduction, the logo should never ‘sx QIN TA = E: = 
be reproduced any smaller than the 

recommended size. NSW 


Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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2.0 OUR LOGO 


2.3 
TAFE NSW 
LOGO RULES 








2.3.2 01 04 

Logo don’ts 

The supplied logo files should never x x We = 
have their proportions, fonts, or Wes FE: 

colours changed, when being used. te i TA = NSW S 
01. Don’t new 


Rotate the logo. 
02 05 





02. Don’t 
Re-arrange any elements of the logo. 


03. Don’t x WwW: x 
NSW 


Stretch the logo disproportionately. 


04. Don’t GOVERNMENT 
Use drop shadow effects on the logo. —. 


05. Don't TAFE: 


Place on a non-branded colour, where it 
clashes visually or where an accessibility 








iSSUe OCCUFS. 03 06 
06. Don’t ” 

Use the logo on a busy photographic ( fe 

background. x Ws x 


sv TAFE: 





Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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2.0 OUR LOGO 


2.4 
TAFE NSW 
PARTNERSHIP LOGOS 


Partnership guidelines 


Partnerships involving TAFE NSW and another entity 
must have approval from the TAFE NSW Industry and 
Partnership Marketing team. To seek approval for new 
partnerships, email esp.marketing@tafensw.edu.du. 

For approved business partnerships, the TAFE NSW logo 
ust be applied alongside the logo of the partnering 
organisation. 


s 


There may be instances where co-branding is required 
and multiple logos need to be located in close proximity 
to each other e.g. conference banners. The identity 
guidelines applicable to the external organisation must 
be sourced and reviewed by the TAFE NSW 
Communications and Marketing Team to ensure the 
branding requirements of the third party are met. 














The TAFE NSW logo must always remain prominent when 
used in conjunction with partner logos on web or print- 
based material. 





A partner logo must not overlap or be larger than the 
TAFE NSW logo. There must also be appropriate space 
between the TAFE NSW logo and third party logo. 

If the partner logo is only available in full colour, the 
TAFE NSW logo must also be used in full colour. The 
TAFE Digital and TAFE Enterprise lockups must not be 
used with a third party lockup, the TAFE NSW logo must 
be used instead. 


Prior to printing promotional material or posting electronic 
promotional material, TAFE NSW must submit a written 
outline to the third party company, detailing its intended 
use, and gain approval in writing (email) from the sponsor 
and/or partner company. 


External organisations wishing to apply the TAFE NSW 
logo must also submit a request in writing to the 
TAFE NSW Communications and Marketing Department. 


Endorsement enquiries 
The partner logo must not be used as an endorsement 
of the company and its products. 


Care should be taken by departmental marketing teams 
and college units, to not commit the TAFE NSW brand to 
informal marketing arrangements that may be perceived 
as an endorsement. For example, inclusion of a TAFE NSW 
logo ina kitchen equipment supplier’s advertisement or 
promotional material. 








Requests from external suppliers to use the TAFE NSW 
logo should be referred to the TAFE NSW Communications 
and Marketing Department. 








All externally produced marketing or promotional material 
must be approved by the TAFE NSW Creative Services 
Team at creativeservices@tafensw.zendesk.com 





Partner led communications branding 


nthe case where a partner leads the look and feel of 
branding for an advertisement, and a TAFE NSW logo is 
equired, then the TAFE NSW logo should be placed at 

he bottom of the advertisement and standard TAFE NSW 
ogo guidelines applied. (See section 1.1-1.4.2 of this Logo 
Guide). 








tis important to be clear that the communication is 
rom the partner and not TAFE NSW. All applications of 
our TAFE NSW logo must be approved by the TAFE NSW 
Communications and Marketing Team. 






































WW 
NSW 


GOVERNMENT 


Wa: 


GOVERNMENT 


Wa: 
NSW 


GOVERNMENT 


Wa: 


GOVERNMENT 


Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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TAFE? 


TAFE? 
TAFE: 
TAFE: 








oe 


Racing 


otfrcnfas 
cisco 


SOTO 
HARLEY-DAVIDSON 


Uy 





2.0 OUR LOGO 


2.9 

TAFE NSW 
SUB-BRAND 
LOCKUPS 


The following logo lockups may be used 
on TAFE Digital and TAFE Enterprise 
communications. 


Full colour lockup 

This lockup should be used when the background 
is light in colour (white, light grey or a light 
coloured photo). 


Reversed white lockup 


This lockup should be used when the background 
is dark in colour. 


Black lockup 


This lockup should be Used when the background 
iS light in colour. 


NOTE: There are no horizontal versions of these 
lockups, only these stacked versions may be used. 
The TAFE NSW logo rules also apply to these lockups 
(see section 2.3). 


USED FOR TAFE DIGITAL CAMPAIGN 
MATERIAL, LEARNING MATERIAL 
AND EXTERNAL COMMUNICATIONS 


USED FOR BUSINESS TO BUSINESS (B2B) 


CAMPAIGN MATERIAL, LEARNING MATERIAL 


AND EXTERNAL COMMUNICATIONS. 


USED FOR INTERNATIONAL STUDENT CAMPAIGN 
MATERIAL, LEARNING MATERIAL AND EXTERNAL 


COMMUNICATIONS. 














Full colour Full colour Full colour 
a WA: Ws: 
Bs new | TAFE? new | TAFE: 
DIGITAL ENTERPRISE INTERNATIONAL 
Reverse Reverse Reverse 





oh 
ww | TAFE? 


DIGITAL 


| TAFE: 


ENTERPRISE 


sie 
nsw TAFE: 


INTERNATIONAL 





Black 


Black 


Black 











NSW 


‘GOVERNMENT 


DIGITAL 


Ws 





TAFE: 


ENTERPRISE 


Enquiries should be directed to the TAFE NSW Communications and Marketing Team at creativeservices@tafensw.zendesk.com 
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OUR VISUAL IDENTITY 





3.0 OUR VISUAL IDENTITY 


BASE COLOURS 


BLACK CHARCOAL GREY 1 GREY 3 GREY 4 GREY 5 
3 1 PMS BLACK PMS GREY 11C PMS COOL GREY 9C PMS COOL GREY 4 PMS COOL GREY 2 PMS COOL GREY 1C 
e ple]sme) (ey 0) 


D1] ooo} koko) kote) RGB 77/77/77 RGB 167/169/172 RGB 209/210/212 RGB 231/231/232 
CMYK 0/0/0/100 
C 0 | 0 U R HEX #373737 HEX #4D4D4D HEX #A7AQAC HEX #D1D2D4 HEX #E7E7E8 


CMYK 0/0/0/90 CMYK 0/0/0/80 CMYK 0/0/0/40 CMYK 0/0/0/20 CMYK 0/0/0/10 
inl =), 0101010 ]0)0) 


3.1.1 
Colours 


Our colour palette is bright and fresh. 
Although the colours are fun, it’s 
important to remain sophisticated 
with their use. 


The base of our palette is monochrome. 


Each colour set consists of two tones, 
and have been designated to each course 
area. For any course specific material, 
please use the assigned colour set. 








For general collateral, any colour set may 
be used. However, to avoid multi-coloured 
collateral, it is recommended that only one 
colour set is Used per layout in conjunction 
with the base colours. 


Tints of the lighter tones may also be used 
to create greater contrast if required. 





Darker tones have been created to meet 
with WCAG 2.0 AA and AAA accessibility 
standards (see section 3.1.2 for AAA colours 
and their usage). 





When possible, print with Pantone Colour 
Matching System - and be sure to use the RGB 
values for everything distributed electronically. 
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70°%o TINT OF CHILDCARE, HEALTHCARE, 


USED FOR 
TEXT COLOUR 


PRIMARY COLOUR SETS 


70% TINT OF PRIMARY INDUSTRIES, ANIMAL CARE IT, ENGINEERING, MANUFACTURING 


LIGHT TONES 
LIGHT TEAL DENIM BLUE 
TONES PMS 3385C PMS 292C 


CMYK 60/0/45/0 
RGB 63/213/174 
HEX #3F DSAE 


CMYK 55/15/0/0 
RGB 90/179/232 
HEX #5AB3E8 


MID AZURE BLUE 

TONES PMS 7688C 
CMYK 70/30/5/0 
RGB 69/150/202 
HEX #4596CA 

DARK AA AZURE BLUE 

TONES PMS 7688C 

(AA 14pt CMYK 70/30/5/0 

COMPLIANT) 


STO)E Hex pasceca 





LIGHT TONES COMMUNITY SERVICES 


DESIGN, ARTS, MEDIA, ENTERTAINMENT, 
LANGUAGE, COMMUNICATIONS, 





FOUNDATION SKILLS 
LIGHT MINTY GREEN AQUA 
TONES PMS 358C PMS 3252C 
CMYK 48/0/47/0 CMYK 65/0/30/0 
RGB 135/204/162 RGB 28/207/201 
HEX #87CCA2 HEX #1CCFC9 
MID DEEP AQUA 
TONES PMS 32620 
CMYK 88/0/40/0 
RGB O/174/173 
HEX #OOAEAD 
DARK AA AQUA 
TONES PMS 74730 
(AA 0) CMYK 78/15/45/0 
COMPLIANT) RGB 25/162/155. 





(S)0)0 Hex signage 








BUSINESS, FINANCE 


LAVENDER 

PMS 2715C 
CMYK 50/50/0/0 
RGB 140/132/214 
HEX #8C84D6 


DARK LAVENDER 
PMS 272C 

CMYK 60/55/0/0 
RGB 116/114/192 
HEX #7472CO 


AA DARK LAVENDER 


PMS 272C 

CMYK 60/55/0/0 
RGB 116/114/192 
HEX #7472CO 


TOURISM, HOSPITALITY, EVENTS 


POWDER MAUVE 
PMS 2572C 
CMYK 24/50/0/0 
RGB 205/139/218 
HEX #CD8BDA 


MAUVE 

PMS 2577C 
CMYK 42/55/0/0 
RGB 170/123/201 
HEX #AA7BC9 


AA MAUVE 


PMS 2577C 
CMYK 42/55/0/0 
RGB 170/123/201 
HEX #AA7BC9 





FASHION, TEXTILES, FURNISHING 


HAIR, BEAUTY 


FLAMINGO 

PMS 237C 
CMYK 6/56/0/0 
RGB 241/133/207 
HEX #F185CF 


BUBBLEGUM 
PMS 245C 

CMYK 15/58/0/0 
RGB 208/130/183 
HEX #D082B7 








“AAPINK 


PMS 6740 
CMYK 14/82/3/0 
RGB 210/82/153 
HEX #D25299 








* ONLY THESE COLOURS MAY BE USED AS 18PT WHITE OR COLOURED TEXT, OR 14PT BOLD WHITE OR COLOURED TEXT 











3.0 OUR VISUAL IDENTITY 


3.1 
COLOUR 
PALETTE 


3.1.2 WCAG 2.0 AAA COMPLIANT COLOURS: 
AAA DARK TEAL AAA AZURE BLUE AAA DARK LAVENDER AAA DARK PEACH 

AAA colours for RGB 0/126/101 RGB 45/115/159 RGB 98/96/184 RGB 204/75/24 

learner resources HEX #007E65 HEX #2D739F HEX #6260B8 HEX #CC4B18 


The following colours comply with the WCAG 14pt 14pt 
2.0 AAA accessibility standards and may be 


used for learner resources. They pass as AAA itsjele iKsjeye 


for large text and AA for normal text. 





AAA GREEN AAA AQUA AAA MAUVE AAA PINK 
The colours have been chosen by using RGB 4/122/60 RGB 30/132/125 RGB 151/92/188 RGB 202/52/133 
darker shades of the existing WCAG 2.0 AA HEX #047A3C HEX #14847D HEX #975CBC HEX #CA8485 





compliant colours from the TAFE NSW colour 
palette. CMYK and PMS colours have not 
been defined as these colours are NOT to be 
used for marketing material. 








3.1.3 
Colours for web 





The following colours comply with the 
WCAG 2.0 AA accessibility standards BG #663399 ism -WLo}s) lo) 

and may be used for call to action (CTA) > FFFFF TEXT #FFFFFF TEXT #FFFFFF 
buttons online. 








These should only be used for CTA buttons 
if a darker colour is required, and they 
should always be used in conjunction BG #064541 BG #B11030 ECCIEGEOR 


with our colour palette outlined on the TEXT #FFFFFF TEXT #FFFFEF TEXT #FFFFFF 
previous page. 
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3.0 OUR VISUAL IDENTITY 


3.2 


reocraty  KOROLEV Heavy 
Sains brand font KO R O | E V B O d 
eee teens KOROLEV Medium 


team for all commercial advertising. 


e 
The condensed nature of the Korolev 
family helps to create a contemporary 
and sophisticated brand identity and 


complements our specialty typeface 
perfectly. 

|SAMPLE TYPESETTING 
Available in a variety of weights, Korolev is 


highly flexible in its application and is used — 
for headings, subheadings, body copy and 33pt Bold / +50 Tracking 
pull-quotes across print and online material. 


When used as all caps apply +50 tracking. S M A | | F R H FA D |_| N F S 28pt Light / +50 Tracking 


When used as sentence case apply 
+30 tracking. 












































First subheading \4pt Bold / +30 Tracking 
Body copy should appear at 90% black, and 
not be smaller than 9pt with the exception Body copy erspit aspere pera is et esed que rehenist, susapelent Qpt Light / 1ipt Leading / +80 Tracking 
of disclaimers and page footers. Body copy aut del mo blaborestiis sum denes in nossum int. 902% Black 
should only be aligned left or right. 
Korolev is reserved for Creative Service’s Seeone eubnead nd ; Oo ; : ; he hank igh ie 
use. Please don’t download free versions Body copy vel miligene eserspiendi im simi, Sentis autem dolupti 9pt Light / Npt Leading / +30 Tracking 
of this font. offic tem doluptatem voluptur, consedit ario maximaio magnamu 90°%o Black 

scipis et harum que doluptatius rem fugit que volum. 

= Bullet Point - Use the smaller filled square from Qpt Light / tpt Leading / +80 Tracking 

the wingdings glyph set. 90% Black 


<1) TAFE NSW BRAND BOOK 





3.0 OUR VISUAL IDENTITY 


3.2 
TYPOGRAPHY ae 


3.2.2 

Specialty campaign font Z ZI 

Our specialty campaign font is called UberDetroit_ 

TNSW. The distinctive nature of this font makes b | 
it an integral part of our visual identity. It speaks 

to the very essence of our brand - the story of 

creating opportunities and realising ambitions. This 


font is only to be used by the Communications and 


Marketing team for commercial advertising. 
The specialty font is available in two versions 
- keyline and flat. 


By overlaying the two versions and using shading, the 
font can be hand-rendered to appear three dimensional. 
A vector file of the 3D renders are available for use. 


[FLAT VERSION 

To create the appearance of the font being built, you 

ay also half fill the keyline version of the font with 
solid colour. 
Use this font for short headlines or keywords only. 
t should not be used for long sentences. To see how 
it can be used as a device, refer to Section 3.4.2 of 
this document. 


Please ensure that the specialty font keyline is legible. 
For best results, do test prints to ensure keyline renders 


correctly. 


UberDetroit is reserved for Creative Service’s use. L Vv W X Vy 7 
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3.0 OUR VISUAL IDENTITY 


3.2 
TYPOGRAPHY 


3.2. 
Onli 


Our p 
- use 


When 
Conde 


The re 


3 
ne fonts 


rimary online font is Korolev 
it where possible. 


orolev is not available, Roboto 
nsed may be used. 


commended font size for body copy 


in eDMs and online platforms is 12pt, or 
16px. The minimum recommended font size 


is 10pt 
disclai 


be aligned left or right. 


and this size should only be used for 
ers or footers. Body copy should only 








Trebuchet is the default font for online use 
when Korolev or Roboto Condensed isn’t 
available. 
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KOROLEV Heavy 
KOROLEV Bold 
KOROLEV Medium 
KOROLEV Light 


ROBOTO CONDENSED 
IS OUR DEFAULT ONLINE FONT 


Body copy erspit aspere pera is et esed que rehenist, susapelent 
aut del mo blaborestiis sum denes in nossum int. 








3.0 OUR VISUAL IDENTITY 


3.2 
TYPOGRAPHY 


3.2.4 
Primary staff font 


Calibri is our primary staff font. 


It is used in Microsoft documents or hard coded 
documents. This includes Word templates, 
PowerPoint templates, course and event flyer 
templates, and email signatures. 


The two recommended weights are 
shown opposite along with font size 
recommendations. 





Body copy should only be aligned left or right. 


If Calibri is Unavailable, Trebuchet 
may be used. 
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CALIBRI Bold 
CALIBRI Regular 





HEADLINE 





SMALLER HEADLINES 


33pt Bold / Spacing expanded by 0.8pt 


23pt Regular / Spacing expanded by 0.3pt 





First subheading 


14pt Bold 





Body copy erspit aspere pera is et esed que rehenist, 
aut del mo blaborestiis sum denes in nossum int. 


Second subheading 


Tpt Regular / 90% Black 





Body copy vel miligene eserspiendi im simi, sentis 


lipt Bold 





autem dolupti offic tem doluptatem voluptur, consedit 
ario maximaio magnamu 


Npt Regular / 90% Black 
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3.3 
PHOTOGRAPHY 


3.3.1 
People 


We want our offering to represent energetic, bold, 
sophisticated, and ambitious people. Our photography 

needs to set us apart from the rest of our competition. 
People should see the imagery and think, “I want to go there! 
| want to be with those people!” 


The examples opposite reflect the style to look for when sourcing people- 
focused imagery. Designers look at gettyimages.com.au for distinctive 
and beautiful royalty-free stock photography. Staff will soon be able to 
access our very own image library on the intranet, where you can search, 
download and use approved imagery. 


When searching for images, look for: 


nspirational images that make you want to come to TAFE NSW, 
mages that make you smile and feel energised, 
people photographed in a studio setting, or with a minimal backdrop, 
warm beige backgrounds should be adjusted to grey in photoshop, 
subjects who appear genuinely happy, relaxed, carefree and confident, 
clean focus with deep (large) depth of field, and 
bright, well lit, full colour images. 

















Our policy is to always use professional photography and images 
that are on brand. 


Our photography style is not: 





ypical university students with books and laptops, 

insincere, clichéd or generic. Ask yourself if you’ve seen this image 
before on another brochure in the education sector, 

black and white, 

out of focus or using shallow depth of field where the background 
is blurred, 

busy or complicated, or 

reated with unnatural filters. 
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What to look for - people in studio setting 














~ ca 








Photography approvals should be directed to TAFE NSW Communications 
and Marketing Team at creativeservices@tafensw.zendesk.com 
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3.3 


PHOTOGRAPHY 


3.3.2 
Products 


The examples opposite reflect the style of imagery to 
look for when searching for course-related products. 


The key is to think outside the box to find unique, interesting and 
sometimes abstract images that represent course subjects. 


When searching for images, look for: 


= products shot in a studio setting or in front of 


a minimal background, 


= interesting crops and compositions including flat-lays, hands 





be used wit 


interacting with a product or close-up textural images that can 


hin a windowed type device, 





= clean focus with deep (large) depth of field, and 
= bright, clean, full-colour images. Pops of colour are great 





- but cools 


Our photograp 





* clichéd org 
Ask yourse 


hades of grey will work too. 


hy style is not: 


eneric images used to represent education. 
f if this image is unique to TAFE NSW 


- would you see this in another educational brochure?, 





= reflective surfaces, 
= out of focus images, 
= busy compositions, or 


= dull and life 


less colours. If you find a grey image with a creative 





composition (like those in the middle row), make sure you 
overlay it with a strong pop of colour. 
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What to look for 





What not to look for 


i 


< ‘ware 
(a 
— 


— eer 
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3.3 
PHOTOGRAPHY 


3. 


3.3 


Photographer’s brief 


When briefing a photographer, please provide them with the following directions: 
PHOTOGRAPHING PEOPLE 





Su 
Ta 


en 
an 
co 


Th 


en 








hem as role mode 
he ai 


ooking both at 
he ca 





p 
gu 


h 
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p 
drama 
C 
- 


marke 
rofessionally s 


Mood 


bject 


ent should be bold, sophisticated, 


ergetic, youthfu 
bitious! They sh 


mpletely aspirati 


e focus is entire 
is to captu 
ergy as the emo 
he 








otos to choose f 
ic facial 


(even if older) a 


ions. Photograp 





rtwheels, fun, la 


nd 


ould be captured in a 

un way with loads of energy, and appear 
onal. People should see 

s and want to be them. 

y on the individual and 

e genuine happiness and 


h talent 


camera and away from 
era so there is a diverse range of 
om. Capture large and 
ovements as well 


as jumping, 





ge body moven 


ents. 


ey need to reflect their love of life. 





ting 





idelines in mind. 





e overall 


Real students are not required for TAFE NSW 
aterials, unless they have been 
yled and shot with the brand 


T ood should be relaxed, 
positive and happy. We want to capture the 
uniqueness and individuality of our talent. 
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Location 


Portraits should primarily be taken in a studio 
setting or with a minimal backdrop. If shooting 
outside, Use a cledn wall as a backdrop. 


Lighting 
Use bright lighting. Avoid harsh shadows. 


Depth of field 

When photographing people, use deep (large) 
depth of field to ensure an acceptable level of 
sharpness through the field of view. 


Colour 


The overall tone should be cool to align 
with our pastel colour palette. 


Focal range 


Each shot should be taken from a 

number of distances to ensure interesting 
design layouts and flexibility of future Use 
of images. 


PHOTOGRAPHING PRODUCTS 





Subject 


Look for unique but recognisable products 
to represent courses. For example; miniature 
models, plastic toys, tools. They should be 
clean and unbranded. 


Composition and angles 


Consider a range of shots, from overhead and 
from straight on. Compositions should be 
clean and uncomplicated. 


Location 


Products should ideally be photographed 
in a studio setting or in front of a minimal 
background. Avoid reflective surfaces. 
The background should not detract from 
the uniqueness of the product. 


Lighting 
Use bright lighting. Avoid harsh shadows. 


Depth of field 


When photographing products, use deep 
(large) depth of field to ensure an acceptable 
level of sharpness through the field of view. 


Colour 


The overall tone should be cool to align 
with our pastel colour palette. 


Focal range 


Each shot should be taken from a 

number of distances to ensure interesting 
design layouts and flexibility of future Use 
of images. 











3.0 OUR VISUAL IDENTITY 


3.4 
DEVICES 


3.4.1 
Overview 


Our brand is made up of two primary devices: 
type, and the thought bubble. 

Tame Tefolid(e)avmom ce}ave(=meymcy-teze)ale(olavme(-Vdlests 
have been created to add detail to layouts. 


These devices have been created to be used with 
flexibility in mind. 


As a general rule, choose 1-2 devices for primary use, 
to help inform the structure of a layout. Then select 1-2 
other secondary devices to be layered on top to help 
create depth and interest. 


When choosing a primary device, consider: 


= the dimensions of the collateral you are creating and 
how much space you have to work with. 


datsmeh’Zel|(0]6)| 16 /aelmemciece)areminn(e(e(sMaW ill maalome [stile ]am els) 
image-led or only use typography? 

the amount of content you have to work with. 

Be sure not to cram too much content into any one 
device. For more guidance around word counts and 
(ol=\V/(eretoymecislomanlomie)|(e\iuialeM olele(sisn 
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Primary devices 


Secondary devices 





TYPE DEVICE 


SEE SECTION 
3.4.2 





THOUGHT BUBBLE 
DEVICE 

SEE SECTION 
3.4.3 


SPEECH BUBBLE 
DEVICE 


SEE SECTION 
Bre TWO LINE 
SINGLE LINE ey NPKS) 





SEE SECTION SINGLE LINE HIGHLIGHTED 
3.4.5 





CORNER 
DEVICE 

SEE SECTION 
3.4.6 





COPY GOES HERE COPY GOES HERE 


COPY GOES 
HERE 


























3.0 OUR VISUAL IDENTITY 


3.4 


As a background Closely crop type 
D E V | C E S Overlay type on top feature that interacts to create interesting As a window to 
of imagery with imagery linework house imagery 














3.4.2 
The type device roan » 


Our specialty font can be used as 
a primary device. The following are 
some examples of how to use the 
type device. 


ZN) \ZS 


These can be created by using the 
outlined, half-filled or solid version of 
our specialty font. 


When using the type device, select one key 
letterform or one short word to hero in order 
to achieve maximum impact. 





While stroke weight may vary when used 

at different scales, it’s imperative that 

the linework is not made overly thick. The 
recommended stroke weight for A4 collateral 
iS 8pt, and when used at smaller scales it 
should never appear greater than ipt. 
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3.0 OUR VISUAL IDENTITY 


3.4 
DEVICES 


3.4.3 
The thought bubble 


This device is designed to be flexible in 
its use. As a primary device, it can be 
used as a key background layer, or to 
house imagery. 


Derived from the idea of a thought bubble, 
it is constructed from a series of rectangles 
that stem from one consistent square at 
the bottom corner. 


A series of bubble devices have been created 
and are available as EPS files for your use. 
These devices may be manipulated to suit 
layouts. However, to ensure consistency, the 
square should always appear at the bottom 
left or right corner of the device. 


While the size of this square may vary when 
the device is used at different scales, the 
proportions should always appear as those 
pictured opposite. As a general guide - on A4 
applications, the square measures 8x8mm. 


The bubble device may also be used as 
keyline to trace key headlines as pictured 
in the third example. 
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The dimensions of the 
square on A4 applications 








8mm 


PARTNERING 





PARTNERING 
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3.0 OUR VISUAL IDENTITY 


3.4 
DEVICES 


3.4.4 
The speech bubble 


As a variation of the thought bubble device 
(Section 3.4.3), the speech bubble device also 
uses the small square at the bottom corner. 
Use this device to house headlines and key 
messages, but be sure not to over use it. 

As a rule of thumb, only use this device 1-2 
times per layout. 


The size of the device may vary across 
applications and will largely depend on the 
size of the content within it. Shown opposite 
are recommended font and device sizes. 








It is recommended that content does not go 
over more than 4 lines, and run no longer than 
6 words. Longer content should then be used 
with the corner device (Section 3.4.6). 
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Recommended sizes for A4 applications 





_X = WIDTH OF CORNER SQUARE - 
= 
= 
19 
Xx X 
5mm 30pt Light / +50 Tracking 


IAemilalsts 
(o) mere) e)V, 


14mm 


INiemiialcts 


12mm 


olmere) env, 








30pt Light / +50 Tracking 5mm 


Recommended minimum size 


] Bl Key content | KEY CONTENT IN CAPS 
Xx X 


3mm 14pt Light / +50 Tracking 





8mm 
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3.4 
DEVICES 


14pt Light / +30 Tracking 


3.4.5 
The highlighter it it 
Ipt a! is 
Similar to the speech bubble device, without Ipt - 
the square - this simple device is used to . ' 
highlight areas of content, particularly when Lent di officillam adis unt autat ulpa vel 
space is limited. iS as dolut ut estiam, Unt et quid quiatur, 


oO 
The spacing between content and the quatur’ 


pel On este Tear nap ee spear Occus aceatincti as sin res earum vitisqui 


bubble device. : ; oe 
ut ut molor mi, quam sitasinciat. 
You may use up to four highlighter devices 





per layout. They should follow the same Ximente ped et quod modit, si odit venes 
colour principles outlined in Section 3.1.1 non cum as mi, officimos enduntio. Ne 
OFS SEU Ment Ang EEGs ONE OOINUE coribero qui to venim aut pore cor sunt et 


set per application in conjunction with the 


base colours. eosanis nobisi se aut fugia sinum fugitiu 


mentectatur, volenim oluptaspit, tenes nis 
andis velis Ssumet quiam lab il eos ium, ut 
pro omnist. 

Ipt Ipt 
Ec tent litatur adi doles maximperit ent ue 
voluptas ni nist iscium quid poribus. 


Ipt 





Ipt = 
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3.4 
DEVICES 



































Origins of the device Correct use Incorrect use 
3.4.6 Hi 
The corner device 
COPY GOES HERE | COPY GOES HERE | COPY GOES HERE 
A secondary device of linework has also y 
been created to add a level of detail and 
dimension to layouts. a 
Derived from the corner edges of three dimensional 
boxes, the device can be used to draw attention to COPY GOES HERE | COPY GOES HERE | COPY GOES HERE | 
content. It can be used on top and bottom corners / 
of content blocks. 
The recommended stroke weight for A4 applications 
is lpt, and should be consistent with any other ‘3 
keylines used in the same layout. — STROKE WEIGHT IS IPT OR EQUIVALENT COPY GOES HERE : 
TO ANY OTHER KEYLINES USED IN THE 
The horizontal and vertical lines may increase and SAME LAYOUT THREE LINES 
decrease if desired. You may not, however: OF COPY 
MM Decrease the height of the vertical line to be GO HERE 
shorter than the cap height of the last line of 





copy, and it should always be longer than the 
diagonal line. 

















COPY GOES 
Adjust the angle of the diagonal line 
to be anything other than 45°. HERE 




















8! Use it disproportionately to the content. 
This is d Secondary device to draw attention 
to a key message - it shouldn’t detract from 
that message. 





42 TAFE NSW BRAND BOOK 





3.0 OUR VISUAL IDENTITY 


3.5 
ICONS 


3.5.1 
Icon style 


The TAFE NSW icons are created from 
simple linework. As they may be used at 
a small scale online, they should not be 
complicated, and it’s imperative 

the stroke weight is consistent across 
all icons. The recommended stroke 
weight is Ipt. 


For instances where a more prominent 
icon is required, they can be filled with a 
colour from the TAFE NSW palette. 





Icons can be accessed from the brand 
section on the Staff Intranet. 
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Linework icons 








— STROKE WEIGHT IS IPT 


Coloured icons 


O 
( 








ia 
O 





Fe 
Ca 
oat 
a 





) 
O 
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3.5 
ICONS 


3.5.2 
Social media icons 


Shown opposite are social media icons 
housed in circles used for Facebook, 
LinkedIn, YouTube, Twitter and Instagram. 


All five social media icons should be 
as a complete group at all times. 


Black social icons 


These icons should be used when 
the background is light in colour. 





Reversed social icons 


These icons should be used when 
the background is dark in colour. 


Social icons colour needs to be aligned 
with the respective TAFE NSW logo colour 
i.e. Black TAFE NSW logo with black social 
icons or reverse TAFE NSW logo with 
reverse social icons. 
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Black social icons 





Go00e 


Reverse social icons 














if infotyyoy fi fintaly ya 


3.0 OUR VISUAL IDENTITY 


3.6 
LOCATION SIGNAGE 


Shown opposite is the new format for location 
signage which will be rolled out in the future. 
Any location name over 12 characters can go 
over two lines. 


These conventions are not logos and should 
not be used as one. They are for identification 
of TAFE NSW locations only. 


Location signage should be black on brushed 
silver coloured metal (Dibond Butlerfinish). 


Contact Creative Services at 
creativeservices@tafensw.zendesk.com 
when new signage is required. 
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Stacked version 


Horizontal version 





Location names 
should always be 
enclosed with a 
speech bubble and 
ranged left below the 
TAFE NSW logo. 
Normal logo clear 
space rules apply 
(see section 2.4.1) 


Mt | TAFE: 


The height of the 
location text should 
not be larger than 
the TAFE NSW logo. 


Building names 


Ws = an 
Location height indicator 


The main speech bubble box should 
be the same height as the TAFE NSW 
logo and aligned to the centre of the 


TAFE NSW logo. 


Building letters/numbers 





Wi 





TAFE: 





THE MUSE 


Building names should be housed in the enclosed 
corner device. The ‘tail’ can be aligned left or right 
The same height restrictions as the horizontal location 
name apply when used near the logo. 


Wayfinding 


Wayfinding arrows 
should be the Uber 
v Detroit arrow. 
BUILDINGS G,E, F 
SSE 


BUILDING D 
STUDENT ASSOCIATION 


A 8 


Building letters and numbers should 
be raised 10 mm Black Acrylic in the 


Uber Detroit typeface 


Maps 





ou vadvaning 











4s 31LLVM 



































As SieavH 









Maps should be 
black and simplified 
as much as possible. 
Orientated to major 
landmarks such as 
roads. Important 
information can 

be highlighted in 
white i.e. campus 
entrances. 





3.0 OUR VISUAL IDENTITY 


3./ 
LOCATION FORMATS 


From 1 March 2017, we identify our 
campuses as LOCATIONS. 


The reason for this change is to provide 
for growth in new locations that are not 
technically campuses, including our 
Connected Learning Centres, shopfronts, 
mobile facilities and online delivery. 


Just as other large organisations do, we only 
refer to the geographic location: 


= Apple call their stores ‘Apple Hornsby’ 


= Woolworths is Known as ‘Woolworths 
Erskineville.’ 





To the right are some examples of how we now 
use location names. 


Important Note: There is to be NO regional 
branding. Regions are purely used for 
operational functions only. 
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Location formats: 





TAFE NSW Ryde 
TAFE NSW Ultimo 
TAFE NSW Newcastle 


TAFE NSW Dubbo - Fitzroy Street 


TAFE NSW Dubbo - Myall Street 





TAF 


m™ 


SW Dubbo - Narromine Road 


TAFE NSW Gymea 





TAF 


m™ 


SW Loftus 




















TAFE NSW U 


timo - Harris Street 


Sample usage: 


1. LETTER: Dear Student, Welcome to Orientation 
Week at TAFE NSW Ryde. 


2. ADVERTISEMENT: OPEN DAY, 16 January 2019 
at TAFE NSW Dubbo - Myall Street. 


3. SPOKEN: Meet me at TAFE NSW Newcastle 


4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 
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4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 


INTRODUCTION 


The TAFE NSW targeted Aboriginal and Torres Strait Islander visual 
identity is an extension of the TAFE NSW brand. This extension includes 


specific design princip 


an 


learning experience. 


d Torres Strait Islander culture in its writte 


es that combine the expression of Aboriginal 


n, physical, visual and 


The aim is to create a vibrant, deep cultural narrative that will become integral 
to the marketing of contemporary Aboriginal and Torres Strait Islander learning 


and training experiences. 


Th 


is visual identity includes an energetic co 





textures and photography that better conne 
Torres Strait Islander audiences and commu 


an 





Th 


d authenticity. 


e experience of being at TAFE NSW will co 


staff understanding and appreciation, know 
Aboriginal and Torres Strait Islander cultures, knowledge and peoples. 


our palette, inspirational 
cts with our Aboriginal and 
nities with cultural integrity 


ntribute to students and 
edge and engagement with 





Note: Aboriginal is used in this document to include: Indigenous/Aboriginal and/or 
Torres Strait Islander people(s). 
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4.1 DESIGN PRINCIPLES 


The design principles consists of 6 elements: 
- COLOUR 

- TEXTURE 

- TYPOGRAPHY 

- PHOTOGRAPHY 

- GRAPHIC SHAPES 

- KEY MESSAGES 


They can be combined in a variety of ways. 


The guiding principle is to make sure ‘the blend’ of design elements 
iS consistent and complimentary to the purpose of the communication. 


4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 


4.2 


C 0 | 0 U R BLACK WARM GREY 1 WARM GREY 2 CANYON BROWN OCHRE 
PMS BLACK PMS WARM GREY 1C PMS WARM GREY 2C PMS 2314C PMS 231IC 
CMYK 0/0/0/100 CMYK 3/6/6/3 CMYK 6/9/10/11 CMYK 32/58/85/7 CMYK 15/31/45/2 
DA | E T T E pie]smey (6) 10) RGB 234/238/222 RGB 212/205/200 RGB 172/118/68 RGB 205/167/134 
Faelelele}ele) #EAE3DD #D4CCC8 #373737 #373737 





Our colour palette reflects the colours 
and tones found in nature. 


OCEAN BLUE DUSKY BLUE 

PMS 534C PMS 7468C 

(ele) /2Xe) CMYK 96/78/35/20 (0h Axetstey fol0) ke10) ke) 
RGB 32/66/106 RGB 41/111/143 

al eevtele) #286E8E 


A base palette consisting of light earth tones is 
complimented by vibrant colours inspired by the 
earth, sky and sea. 








Tints of the lighter tones may also be used to 
create greater contrast if required. 


AVN AAA 





The top row of primary colours meet WCAG 2.0 
AAA accessibility standards. 


When possible, print with Pantone Colour 
Matching System - and be sure to use the 
RGB or hexidecimal for everything distributed 












electronically. SANDY ORANGE SUNSHINE ORANGE EARTH GREEN 
PMS 144¢ PMS 7409C PMS 2306 
CMYK 4/55/100/0 CMYK 0/38/100/0 CMYK 50/30/95/7 
RGB 237/137/35 RGB 251/169/25 RGB 136/145/62 
#EC8922 #FAAQI8 #87913D 
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4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 


4.3 
TEXTURES 


TAFE NSW invited Lucy Simpson to create rich and 
contemporary design textures using Aboriginal 
design principles. Lucy has created a vibrant and 
diverse visual language that extends the TAFE NSW 
brand to better communicate to Aboriginal and 
Torres Strait Islander audiences and communities. 





Lucy’s contemporary design textures build a strong 
and distinctive sense of belonging between place 
and culture, creating a set of graphic textures that 
are inspired by the varied landscapes of NSW. 


Each design texture deeply resonates with a rich 
and diverse connection to the land and its people. 


Any texture can be used, regardless of your 

TAFE NSW location, in your marketing material. 
Only one texture can be used at a time. The only 
texture combination that can be used is number 6. 





Lucy Simpson 


Lucy is a Sydney-based artist and designer with a 
focus on storytelling and narrative, sharing aspects 
of Country and contemporary South Eastern 
Aboriginal culture. She is a Yuwadlaraay woman 
belonging to the freshwater country of the Walgett, 
Lightning Ridge and Angledool areas of North-West 
New South Wales. 
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4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 


4.4 
PHOTOGRAPHY 


Images are divided into 3 categories: 





It is important that images selected authentically reflect not just the purpose behind the communication, but also the diversity of NSW Aboriginal and Torres Strait Islander 
communities, by including: 


= A mix of generations 
= A full spectrum of skin and hair colours. 


We are developing best practice usage guidelines to support our new photo library. Please speak to Creative Services for permission to use any image within the library. 


51 TAFE NSW BRAND BOOK 





4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 


4.4 
PHOTOGRAPHY 


Images should evoke a sense of pride in 
education and show students/graduates engaged 
in a learning/mentoring/teaching capacity ina 
TAFE NSW location or the wider community. 


People should be photographed in an educational context 
with the background used to tell a wider story. The images 
should show the subject participating with the world 
around them. 


Where possible, show groups interacting. In some 
circumstances it is best practice for subjects to look 
away from the camera - engaged and focused on what 
they’re doing. 


Young people in particular may be concerned about being 
singled out, So show diversity and participation to create 
a world with real appeal. 


Our subjects should appear happy and proud, either 
embarking on or helping those on an educational journey. 
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4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 


4.4 
PHOTOGRAPHY 


Images should show people engaged in life within 
the wider community. 


They could be full frame images of diverse lifestyles or simply 
be in action to suggest movement. 


Note: Where appropriate for targeted product related campaigns, 
textures can be subtly introduced into the image. 
(see examples A and B for reference) 
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4.0 ABORIGINAL AND TORRES STRAIT ISLANDER VISUAL IDENTITY 


4.4 
PHOTOGRAPHY 


4.4.3 
Landscape 


Images of landscapes are used to evoke 
a connection to Country. 
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TAFE DIGITAL 


VISUAL IDENTITY 





5.0 TAFE DIGITAL VISUAL IDENTITY 


0.1 
COLOUR 
DALETT E BLACK WHITE 


PMS BLACK 

plel=me) ie) /0) RGB 255/255/255 
el A aley se) fea lele) CMYK 0/0/0/0 
raclelelejele) #FFFFFF 











Our colour palette is restricted to the 
AA accessible colours from our main 
brand palette. 





They are used as gradients in backgrounds. eee en 

Only the gradients shown may be used. EON ean Say nian 
RGB 170/123/201 RGB 210/82/153 
#AA7BC9 #025299 


AA PINK 

PMS 674C 
CMYK 14/82/3/0 
RGB 210/82/153 
#025299 





ENROL ENROL 


#4768D6 #663399 #025299 #064541 
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5.0 TAFE DIGITAL VISUAL IDENTITY 


9.2 
TYPOGRAPHY 


Headlines and hero copy should be set in 
orolev Medium with 50+ tracking. 


Secondary headlines and buttons should be set 
in Korolev Light with at least +50 tracki 


a 


Tag lines should be set in Detroit Base. 





Body copy should be set in Korolev Light or Bold 
if reversed) with +30 tracking. 








Captions should be set in Korolev Light Italic 
with +80 tracking. 








All other typographic rules still apply (see 
section 3.2). 
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HEADLINES KOROLEV MEDIUM 
SECONDARY HEADLINES KOROLEV LIGHT 


TAG LINES DETROIT BASE 


Body copy giatur, si berum fuga. Qui 
occus. Qui iminus modignis dus dem. Et 
aborpor errovit ut officie nimendae. Ficat 
eos incium rerum dolorrum et lam ed ea 
cullabo. Ro eum sam, tem dolupta eaque 
sitae as perum diati sunturita am, tem 
volupta samus prepedis rest, cor aceribus. 


Caption rum liqui doluptus maio quas eat. 


5.0 TAFE DIGITAL VISUAL IDENTITY 


9.3 
DEVICES 


The TAFE Digital devices are simplified 
variations of the TAFE NSW devices. 


Backgrounds and thought bubbles with 
gradients can house images or copy. 
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HEADLINE 
KOROLEV 
MEDIUM 


Body copy giatur, 


si berum fuga. Qui 
occus. Qui iminus 
modignis dus dem. 
Et aborpor errovit 
ut officie nimendae. 





= | 


TAFE INTERNATIONAL 


VISUAL IDENTITY 





6.0 TAFE INTERNATIONAL VISUAL IDENTITY 


6.1 
INTRODUCTION 


The International visual identity 
uses the layering of imagery as 

a storytelling device. Through 
imagery, we are able to tell pictorial 
stories and expand on the student 
experience. 


Imagery of the Australian landscape, 


lifestyle and our facilities help to depict 
the experience of studying at TAFE NSW. 
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6.2.1 Photography - contextual 








6.2.2 Photography - people 





6.3 Selecting colours 





6.4 Devices 











6.0 TAFE INTERNATIONAL VISUAL IDENTITY 


6.2 
PHOTOGRAPHY 


6.2.1 
Contextual photography 


Contextual imagery is used to 
support portraiture and to tell 
more of the students’ story. 

It depicts multicultural student 
lifestyle, and glimpses of 
everything TAFE and NSW 

has to offer. 


When looking for imagery, consider 
the beauty of the New South Wales 
landscapes, cityscapes, adventurous 
lifestyle activities and the access to 
state-of-the-art facilities that come 
with being a TAFE NSW student. 


It’s all about discovery, experience 
and education. 





Landscape and cityscape imagery 
that has clear space is used. Lifestyle 
imagery is authentic, taken as though 
part of the experience. 


IMAGES SHOWN ARE EXAMPLES OF PHOTOGRAPHIC STYLE ONLY 


Consider the TAFE NSW colour palette 
when choosing imagery - ensuring they 
complement other layers and devices. 
For more guidance on pairing imagery 
with colour, please see Section 6.3.1. 
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6.0 TAFE INTERNATIONAL VISUAL IDENTITY 


6.2 
PHOTOGRAPHY 


6.2.2 
People photography 


Like our master brand, we use a 
coloured background for portraiture. 
For the International brand, the 
background has texture - as though 
standing in front of a wall - to create 
a sense of place and belonging. 


Our students may appear on a light 
grey background if wearing brightly 
coloured attire. 





hotographs of students as individuals, 
airs and trios help convey individual 
urneys, as well as the friendships 

nd connections made, and support 
rovided. 


or © aan 





ro) 





Ww Do © 


ease note: for added authenticity, the 
preference is to use actual TAFE NSW 
udents in photography. 








(ep) 
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6.0 TAFE INTERNATIONAL VISUAL IDENTITY 


6.3 
COLOUR 
PALETTE 


The International visual identity 
uses our full range of primary 
colours to demonstrate diversity 
and create excitement around the 
experience of studying ina new 
country. 


In this identity, we are able to use a 
combination of up to two colours in 
the primary palette. 


To ensure a balance of colour and create 
a sense of space, White and Light Grey 
are used as the base colours. 


For more guidelines on how to select 
colours, please see the following page. 
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BASE COLOURS 





WHITE LIGHT GREY BLACK 

PMS COOL GREY 1C PMS BLACK 
RGB 255/255/255 RGB 231/231/232 RGB 0/0/0 
CMYK 0/0/0/0 CMYK 0/0/0/10 oly n a eey sey ieyalele) 
#FFFFFF #E7E7E8 aclelelelele) 














PRIMARY COLOURS 









TEAL DENIM BLUE 


PMS 3385C PMS 2920 

CMYK 60/0/45/0 CMYK 55/10/0/0 
RGB 63/213/174 RGB 90/179/232 
#3FD4AD #5AB3E8 











MINTY GREEN AQUA 


PMS 35380 PMS 3252C 
CMYK 48/0/47/0 CMYK 65/0/30/0 
RGB 135/204/162 RGB 28/207/201 
#87CCA2 #ICCFC9 





DEEP AQUA 


PMS 3262C 
CMYK 88/0/40/0 
RGB O/174/173 
#OOAEAD 





AA COLOURS CAN BE REFERENCED IN SECTION 3.1.1 COLOURS 





6.0 TAFE INTERNATIONAL VISUAL IDENTITY 


6.3 
COLOUR 
PALETTE 


6.3.1 
Selecting colours 


As a general rule, the colour of the thought 
bubble device is derived from the closest 
TAFE NSW colour match to the predominant 
colour in the contextual image - as seen 

in Example A. 


The background colour of the student can 
be extracted from the next predominant 
colour, provided it contrasts well against 
the contextual image. 


In cases where the thought bubble is white 
(See Example B), the secondary colour in 
the contextual image should still be used 
for the background of the portraiture. 
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| PREDOMINANT COLOUR IN CONTEXTUAL IMAGE 





B SECONDARY COLOUR IN CONTEXTUAL IMAGE 





fae) PREDOMINANT COLOUR IN CONTEXTUAL IMAGE 


| SECONDARY COLOUR IN CONTEXTUAL IMAGE 


6.0 TAFE INTERNATIONAL VISUAL IDENTITY 


6 A Aligned layers Centred layers 


DEVICES 








6.4.1 
Layers 


The International brand uses aligned or 
centred layers of contextual photography, 
people photography and thought bubbles 
to show the students interacting with the 
NSW environment in a fun and engaged 
manner. 











\U/INTERNATIONAL 
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6.0 TAFE INTERNATIONAL VISUAL IDENTITY 


0.4 
DEVICES 


6.4.2 ‘CORNER DEVICE 

Additional devices 

ee USE FOR 

be used. PULL QUOTES 
SUBHEADINGS 
AND CTAS 
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USED FOR DETAILS 


USE FOR 
PULL QUOTES 





7 0 
PAL 


TAFE ENTERPRISE 
VISUAL IDENTITY 





7.0 TAFE ENTERPRISE VISUAL IDENTITY 


71 
COLOUR 
PALETTE 


BLACK 
PMS BLACK 
RGB 0/0/0 
Our TAFE Enterprise visual identity pi diate ada 
aga : raelelelelele) 
utilises a paired back colour 
palette. 


Black and White are our base colours with 
Light Grey used when required. We use 
pops of Lavender, Spearmint and Apricot 
to add vibrancy and interest. 


To retain the sophistication of the TAFE 
Enterprise brand, only one primary 
colour should be used per section. 


The same accessibility rules apply to 


these colours as our TAFE NSW colour PRIMARY COLOURS 


palette. 
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WHITE 


RGB 255/255/255 
CMYK 0/0/0/0 
#FFFFFF 





LIGHT GREY 

PMS 663C 

RGB 238/238/238 
CMYK 5/4/4/0 
#EEEEEE 





7.0 TAFE ENTERPRISE VISUAL IDENTITY 


7.2 
PEOPLE 
PHOTOGRAPHY 


Our campaign portraiture conveys 

a professional, yet approachable look. 
Shot in a studio setting against a black 
background, we capture the personality 
of the hero with a confident, yet relaxed 
pose. 


The colour treatment is slightly 
desaturated, with the subtle colour 
bringing life to the brand. 
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7.0 TAFE ENTERPRISE VISUAL IDENTITY 


7.3 
PRODUCT 
PHOTOGRAPHY 


Our product shots are artistic 
representations of our innovative and 
sophisticated training solutions. For 
instance - a staircase may be used to 
represent leadership, a rowing group 
to demonstrate team development or 
a lightbulb for innovation. 





The subject should not be literal 
or clichéd. 


Use interesting crops and shapes to 
create an edgy feel. Imagery should 
be isolated on black and white, 
which makes for a clean, slee 
and contemporary look. 
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7.0 TAFE ENTERPRISE VISUAL IDENTITY 


7 e 3 What not to look for 


PRODUCT 
PHOTOGRAPHY 














Avoid: 





= Cheesy, clichéd images 

* Representations of old technology 
= Faux filters 

= Out of focus images 

= Busy compositions 








TAFE NSW BRAND BOOK 


7.0 TAFE ENTERPRISE VISUAL IDENTITY 


7.4 
DEVICES 


Our devices are applied as 
linework. They communicate 
agility and fluidity, while feeling 
refined and professional. 


The TAFE Enterprise devices include the 
keyline thought bubble used in a refined 
way and additional graphic elements 
such as the arrow and plus symbol. 


A fine stroke weight should always be 
used. Below are guidelines of stroke 
weights based on the proportion of 
the collateral. 


As the primary device is the keyline 
thought bubble, the arrow and plus 
symbol should only be used in a 
considered way to create a point 
of interest within a layout. 


A4 
1- 2pt 


A3 
3 - Apt 


A2 
5 - 6pt 


Al 
7 - 8pt 


Pull-up banner 
10 - 12pt 
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7.0 TAFE ENTERPRISE VISUAL IDENTITY 


7.4 
DEVICES 


Our keyline thought bubble device 
is designed to be flexible and to 
interact with other elements on 
the page. 


Opposite are examples of how the keyline 
thought bubble device can be applied. 


The ‘BE’ in the brand is secondary in 
hierarchy to ‘Be trained by the best’. 


TAFE NSW BRAND BOOK 


Interacting with imagery Interacting with imagery 
















Interacting with portraits House headlines Treatment of ‘BE’ 





BE 
TRAINED 


INDUSTRY 


7.0 TAFE ENTERPRISE VISUAL IDENTITY 


7.9 
ICONS 


Icons are comprised of simple (4) 
linework to portray product 

categories, partnerships ——_}— 

and achievements. 


The stroke weight should be consistent 


to the application of other line devices 
on the same collateral. CONSTRUCTION BUSINESS DESIGN 
MANAGEMENT 


TAFE NSW and CISCO alelactets{=te mere) (el ele)gelu(oln 90% staff retention 


18 years of across Telstra’s internal (olatclamucelialiare) 
working together sole] [6] mal=1AVela.<c) 
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7.0 TAFE ENTERPRISE VISUAL IDENTITY 


7.6 
TAG LINE 
LOCK UPS 


Horizontal black 


Stacked black 





To clearly communicate what we 


do, the lock up can be used with | TRAINING SOLUTIONS | 


varying messages. 


Where possible, use this in close 
association with the TAFE Enterprise logo. 


Horizontal reverse 


| TRAINING SOLUTIONS | 
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Stacked reverse 


TRAINING | 
j SOLUTIONS 


TRAINING | 


Jae 





NOTES 











IMPORTANT NOTES 


COMPLIANCE 


Regulatory information 


While our branding is no longer at the institute 
level, our courses are still connected to 

the Registered Training Organisation (RTO) 
delivering the course. Therefore, it is a legal 
requirement that the correct RTO code is 
displayed on materials related to the course, in 
particular, websites, course-specific collateral 
or advertisements and graduation testamurs. 


arketing materials used for international 
audiences must include the Commonwealth 
Register of Institutions and Courses for 
Overseas Students (CRICOS) code. 








Here is an example of a correctly formatted 
website footer showing required regulatory 
information: 





ABN 78 791108 448 | © 2018 The Northern 
Sydney Institute, part of TAFE NSW | RTO 
Provider Number 90011 | CRICOS Provider 
Code: OO591E 


Here is an example of a correctly formatted 


social media, press ad or printed material 


RTO: 91430 | CRICOS: OO591E | HEP: PRV12049 


ote: this information can be small and out of 
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ooter showing required regulatory information: 


the way, it should not be a focus of any design. 


RTO Codes 











| Sydney TAFE NSW - Sydney Institute 90003 
TAFE NSW - Northern Sydney Institute 90011 
2 Sydney West TAFE NSW - South Western Sydney Institute 90008 
TAFE NSW - Western Sydney Institute 90000 
3 North TAFE NSW - North Coast Institute 90010 
TAFE NSW - Hunter Institute 90002 
4 South TAFE NSW - Illawarra Institute 90006 
TAFE NSW - Riverina Institute 90005 
5 West TAFE NSW - New England Institute 90001 
TAFE NSW - Western Institute 90009 























TAFE NSW Technical and Further Education Commission 91430 
OTEN TAFE NSW - Open Training & Education Network 90004 
All RTOS 
AMEP The Adult Migrant English Program required except 
RTO ID 91430 

CRICOS code 





TAFE NSW (linked to Sydney Institute) OOS9IE 


HEP code 








TAFE NSW Higher Education PRV12049 





IMPORTANT NOTES 


ACCESSIBILITY 


Tips for accessibility Colours * Applying styles to your document such as title, 


= Avoid using colour as the sole means of headings, subheadings, paragraphs and lists 


sand disabiliti ' Jaee conveying meaning. Information communicated sie eae bie document ae a 
People who have disabilities often use adaptive via colour must also be available through an easier for you to achieve a consistent look. 


technology (spec alised hardware and software) alternative method of representation, such as Styled documents also help people who use 

to access online material. Under the Disability text labels or symbols assistive technology, Such as screen readers, 
Discrimination Act 1992, Australian Government . ‘ ; o navigate through and understand the content. 
agencies are required to ensure information and = Darker tones have been created to meet with For guidance on how to apply styles to your 





















































services are provided in a non-discriminatory WCAG 2.0 AA and AAA accessibility standards. document visit our ‘Accessibility page’ on 
accessible manner. Web Content Accessibility Only these colours may be used as 18pt white or he intranet. 

Guidelines (WCAG) is the international standard for coloured text, or 14pt bold white or coloured text. 

making web content more accessible to people See section 3.11 (Colours) of this Brand Book. Images 

with disabilities. TAFE NSW must comply with WCAG « Use hig contrast for text and backgrounds to = For Microsoft, hard coded documents or PDFs 
2.0 AA accessibility standards. ensure people who have vision impairment can hat will be accessed electronically or online, 


access content. equire alt text to be provided for informative 





Below are some tips to assist with creating 









































cea * Body copy should always be 90% black on a images as a substitute for people who have 
accessible dacuments. This 8 just d brief guide and white background. Headlines can be reverse difficulty seeing them. Alt text should reflect the 
you are encouraged to visit our ‘Accessibility page’ white on an AA compliant colour, at 18pt white or context in which the image is used. For guidance 
on the intranet for further information and links 14pt bold white. on how to apply alt text to your document visit 
ne SOUINE : our ‘Accessibility page’ on the intranet. 
; Formatting 
rom aes « Avoid excessive use of formatting. Excessive Testing for accessibility 
= For Microsoft or hard coded documents, please use of bold, italic and underline can make text « For Microsoft documents, you can use the 
use our primary system font Calibri, with an more difficult to read. Microsoft Accessibility Checker within the 
pk uals body copy ras Refer to the = Ensure that your document uses a minimum of application. This function allows you to test the 
ypesetting guide in section 3.2.3 (System fonts) ; . accessibility of a Microsoft document. 
of this Brand Book. 5 line spacing. y 


You can find via File > Info > Check for Issues > 


= Avoid excessive use of CAPITALS within body Check Accessibility 


copy as it is difficult to read and could be 
interpreted that you are shouting = For PDF documents, the freeware program PDF 


Accessibility Checker (PAC 2) provides a fast 
way to test the accessibility of PDF files. 
PAC 2 supports both experts as well as end 


= For Adobe InDesign designed documents, please 
use the Korolev family fonts, with a 9pt minimum 
body copy size. Refer to the typesetting guide in 
section 3.2.1 (Primary fonts) of this Brand book. « Avoid the use of justified text. Justified text 


U 

= Inthe case that the 8D/Half fill render speciality see the ws . and ae ccna — 
ont images are to be used, then alternative Eon sl Aue, NE SES users conducting accessibility evaluations. 

ext (alt text) tagging is required for these font g ; If you have access to Acrobat Pro, this can also 
images to ensure accessibility. * For tables, add ‘row’ and ‘column’ headers to be done via Tools > Accessibility. 

distinguish the heading text from the data area 
possible) with a 12pt or 16px minimum body copy ie she ne a read seo 
size. Refer to section 3.2.4 (Online fonts) of this oe See oa ec ale 
Brand: Bdolk. clearly defined. 






































a 























= For online usage, use the Korolev font (where To learn more about WCAG 2.0 accessibility 


standards go to Lynda.com 
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EXAMPLE 


EXECUTIONS 





8.0 EXAMPLE EXECUTIONS 


8.0 
EXAMPLE 
EXECUTIONS 


Some examples of creative executions. 
For more examples, please visit the 
Communications and Marketing page on 
the staff intranet: staff.tafensw.edu.au 





80 TAFE NSW BRAND BOOK 










TVET 


‘TAFE-DELIVERED VOCATIONAL 
EDUCATION AND TRAINING 


BE JOB READY 
GAIN PRACTICAL 
SKILLS AND 
EXPERIENCE 







BE TRAINED 
BY INDUSTRY 
EXPERTS. 


“TAFE Enterprise x 
partners with us to build 
tomorrow’s IT workforce.” 


Ken Boal 
Vice President of cisco 
Australia and New Zealand 


- 


BE TRAINED BY THE BEST. 
tafensw.edu.au/enterprise 


to learn, share 
knowledge and 
strengthen 
respectful 
relationships 
together. 


& TAFE: 


& | TAFE: 


NATIONAL = 
RECONCILIATION WEEK 
27 MAY - 3 JUNE 





























TAFENSW.EDU.AU 











= 
Sm 


iT 
i 


5 


(CTIVE 











5: 


tt 


23 











& TAFE: 


INTERNATIONAL 


BE PART 

OF A DIVERSE 
COMMUNITY OF 
INTERNATIONAL 
STUDENTS 





TAFENSW.EDU.AU/INTERNATIONAL 


iS. 


A * PRESENTATION 
7 TITLE TO GO HERE 


a 


eK 
mae aN 
t 


NAME 
HERE 


Position title 
Level 2, The Muse (Building C) 

Cnr Harris St and Mary Ann Street, 
Ultimo NSW 2007 

P 0296707896 M 0403 685 456 
E namehere@tafenswedu.au 





tafensw.edu.au Nsw 





Mt TAFE: 


VERSION CONTROL 


VERSION CONTROL 


The below table outlines the key updates and references to versions, as well as any amendments that have been made. 
This helps ensure that users are aware of all rolling updates to these guidelines. 




















5.2 3.3 Photography - Depth of field instructions corrected 

5.1 4.0 Aboriginal and Torres Strait Islander Visual Identity - Section amended 

5 Over all - Minor typos and grammar corrections throughout 

5 6.0 TAFE International Visual Identity - New section added 

5 Back page - Contact details and logo updated 

5 Other Notes - Name changed to Important Notes, Compliance - example of website footer updated; Location Formats - copy updated to the present tense; Version Control - page number 


column removed for ease of updating; Script Templates deleted (part of the Writing Style Guide) 




































































5 5.0 TAFE Digital Visual Identity - New section added 

5 4.3 Devices - ‘BE’ messaging added 

5 4.0 Example Applications - Updated to 7.0 Creative Executions and moved to page 70; 7.0 TAFE Enterprise Visual Identity - New section added 

5 3.6 Location Signage - Updated TAFE NSW logo added; Specifications for signage substrate added; Location Formats moved to page 47 

5 3.0 TAFE NSW Visual Identity - AAA accessible colours added; Location Signage updated; Specifications for signage substrate added; Typeface pages edited; Primary System Font 
name changed to Primary Staff Font and moved to page 34; Primary Font page edited and name changed to Primary Brand Font, Specialty Font page edited and name changed to 
Specialty Campaign Font 

5 1.0-2.0 Brand Architecture/Logo Rules - Updated TAFE NSW logo added and Business to Customer logo removed due to the new NSW Government Brand Guidelines; Brand Architecture 
updated, Special Circumstances logo added; TAFE NSW Co-branding/Partnership Logos updated, TAFE NSW Sub-brand Logo Lockups updated; Approvals contacts updated to 
creativeservices @tafensw.zendesk.com 

5 Who we are - Contents moved to title page; Brand funnel diagram redesigned, Customer Experience (CX) and Employee Experience (EX) added, Brand Personality and Brand Voice 
combined and moved to follow Brand Essence page, Key Campaign Messages and Brand Promises deleted (duplication), Brand Positioning and Brand Line pages edited and combined, 
Brand Essence edited and moved to follow Brand Positioning and Brand Line page. 

5 Introduction - Edited to the present tense; “Why have a brand book?” and “More than a logo” combined 

4 4.0 Aboriginal and Torres Strait Islander Visual Identity - New section added 

3 3.1.1 Coloured/white text font size accessibility update - Font size updated from l6pt to 18pt white or coloured text in line with WCAG 2.0 AA accessibility standards. 

2 1.1 - 2.6 TAFE NSW product logos section and references removed - TAFE NSW product logos is currently under review and has been removed from the Brand Book while this 
process is taking place. Subsequently all product logo instances within the guideline have been removed i.e. 1.1 BRAND ARCHITECTURE, 1.2 INTERIM LOGO RULES and 2.6 TAFE NSW 
PRODUCT LOGOS. 

2 2.2 TAFE NSW customer-facing logo additional guide - More clarity provided on the usage of the TAFE NSW customer facing logo. 
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VERSION CONTROL 


2 2.4.1 Clear space and minimum size updates - Addition of TAFE NSW customer facing logo clear space example guide. Update of minimum size for TAFE NSW corporate logo, 
updated from 10mm-15mm to be in line with ‘NSW Government Guidelines - August 2017’. 








2 2.5 TAFE NSW co-branding/partnership logos guide updates - Addition of process for partnership approval via TAFE NSW Partnership Marketing team. Addition of ‘third party led 
communications branding’ guide. 

2 2.6.2 Interim digital sub-brand logos - Addition of B2B and TAFE NSW customer-facing interim digital logo guide. 

2 3.1.1 Colours - Correction of some incorrect colour values and update of information: TEAL - Hex code updated to reflect current RGB breakdown #8fd5ae; DARK TEAL - Hex code 


Updated to reflect current RGB breakdown #300889; DARK TEAL - Changed to “AA DARK TEAL”; AZURE BLUE - Changed to “AA AZURE BLUE”; DARK LAVENDER - Changed to “AA 
DARK LAVENDER”; FRESH PEACH - Hex code updated to reflect current RGB breakdown #f8ai7a - Changed to “AA DARK PEACH”; AQUA - Hex code updated to reflect current RGB 
breakdown #lccfc9 - “Foundation skills” added in AQUA colour set; MAUVE - Changed to “AA MAUVE”, GREY 2 - Hex code updated to reflect current RGB breakdown #818185; GREY 
5 - Hex code updated to reflect current RGB breakdown #e7e7e8 





3.2.1 Primary font - Addition of guide for using bullet points. 


n 








3.2.3 System fonts - Update of spacing guides in-line with Microsoft specifications. i.e. ‘+30 Tracking’ updated to ‘Space expanded by O.8pt’ and font size changed to lipt. 








3.4 Devices - Caged device removed (3.4.1 Overview and line work) along with device references in copy. 





3.4.5 The highlighter - Padding guide added for highlighter device. 





3.5.1 Icon style update - Additional icon examples added. 





3.5.2 Social media icons update - Removal of square social icons and additional guide added for reverse social icons. 





3.6 Location signage - Guide for horizontal one line added (Based on 1/2 ‘A’ height). One line location text (Wollongong) enlarged slightly to align with 1/2 ’A’ height guide. 





4.1.3 Report template - Additional report templates added. 





4.1.4 Word templates - Additional word templates added. 





4.1.7 Email signature - Additional sub-brand digital examples added. 


4.2.3 International student guide - New example application added. 





4.2.4 Online brochure - Updated example application. 








4.2.5 Higher education brochure - New example application added. 





4.2.6 TVET brochure - New example application added. 





4.3 Event in a box - New section added. 





4.6.1 Outdoor advertising - Updated example application. 





4.6.2 Press ad templates - Updated guideline around the use of regional branding and personal contact details. 





4.6.4 Recruitment press examples - New example application added. 





4.7 Signage - New section added. 





Compliance - Removal of AMES RTO and addition of AMEP RTO. Addition of HEP provider code for TAFE NSW Higher Education. 
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Accessibility - Tips for accessibility page added. 
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